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 State or region that has had high COVID-19 numbers reaches a level of containment. 

 Deaths reach a new milestone. 

Scenario 4: Key meetings/convenings  

 Committee Hearing: COVID-19: An update on the Federal Response (9/23) 
 FDA advisory committee meeting on vaccines (10/2) 
 American Public Health Association (APHA) Annual Meeting: Creating the Healthiest 

Nation: Preventing Violence (10/25) 
 STAT Summit (11/16)  
 Forbes Healthcare Virtual Summit (12/2) 
 AcademyHealth: 13th Annual Conference on the Science of Dissemination and 

Implementation in Health (12/15) 
 J.P. Morgan 39th Annual Healthcare Conference (1/11) 

Rapid Response Action Menu 

 First: 

o Identify opportunity and agree to proceed with outreach efforts. 
 

 Then consider the following actions: 

o Offer spokespeople to a variety of news outlets, including national, regional, online, 
and broadcast, for interviews. 

o Issue a spokesperson quote or brief statement to insert the Campaign/campaign 

spokespeople into breaking news. 
o Hold a virtual press conference to reach large number of journalists. 

Crisis Scenarios 
A crisis is any sudden and unpredictable event that invites external scrutiny and has the 
potential to negatively impact the reputation of HHS, the credibility of the Campaign’s public 
health messages, and overall trust in the vaccine development and distribution process. One of 
the most difficult challenges, yet key elements of success, in issues management can be 
determining when a situation warrants a response. The initial preparation and dialogue among 
campaign leaders to agree on a plan sets the stage for a timely and appropriate response. 

Scenario 1: Negative story about the Campaign 

   raised about the use of federal funds for the vaccine-readiness 
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 Questions are raised about motivations behind the Campaign, including accusations of 
using a public health campaign to promote a political message, instead of a scientific 
one. 

 Campaign spokesperson steps down or is removed from position. 
 Negative news about a high-profile person involved with the Campaign, including a 

influencer spokesperson, comes to light (e.g., they become ill with COVID-19 or from a 
vaccine or say something counter to the Campaign’s messages). 

Scenario 2: Lack of confidence in vaccine development 

 Scientists and health professionals express concern that vaccine trials were ended too 
soon to provide reliable data.  

 Clinical trial for vaccine did not include diversity in participants and questions are raised 
about safety and effectiveness for specific populations.  

 Vaccination is criticized in media as a boon for pharmaceutical companies, creating 
skepticism about the public good.  

Scenario 3: Chaotic rollout of vaccine 

 Rollout of vaccine is chaotic with complaints that some areas have plenty and others 
none; or large quantities of vaccine are mishandled (e.g., temperature issues). 

 Requirements and/or process for receiving a vaccine evolve or are not well 
communicated, creating a confusing and/or frustrating process.  

 General lack of interest in receiving a vaccine creates an unused product and continued 
community transmission.  

Scenario 4: Adverse events/lack of effectiveness 

 News coverage or social media posts highlight anecdotal reports of adverse events after 
receiving the vaccine.  

 News coverage highlights people who contracted COVID-19 despite the vaccine. 

Issues Management Action Menu 

 First: 

o Evaluate the impact of the event on campaign credibility and messaging. 
o Evaluate credibility and reach of news source and opposition. 

o Monitor social media channels for viral pick-up.  

 

 Then  determine if a response is necessary based on initial evaluation. 

   se is deemed necessary, then: 
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